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Alongside the entry of foreign-funded banks and the advent of assorted Chinese 
joint-stock banks, domestic bank card service faces severe challenges. Driven by 
fierce competition, ICBC (Industrial and Commercial Bank of China) develops an 
awareness that in order to survive and retain its competitive edge, it is necessary to 
foster a marketing sense and perfect production adaptation and service in accordance 
with market demand and business environment. 
The objective of this study is to find the shortage by analyzing the existing 
bank card market strategy of ICBC combining the fact of bank card industry in 
China, and to give some suggestions, which is helpful for the future development.  
In the paper many research methods are adopted, such as bridging theory and 
practice, qualitative and quantitative analysis, comparative analysis and so on. By 
analyzing the macro-environment in China, It shows that it is in favor of the 
development of bank card business. The result of SWOT analysis shows that it is 
necessary for ICBC to use the strengths such as the brand, technology and huge size 
of customers and bank outlets and so on, less the weaknesses by improving service 
quality, seize the opportunities of the huge space of development, adopt the proper 
market strategies starting from the customer needs, which are helpful to improve 
competitiveness. The various competition state of bank card industry will be 
analyzed by Porter’s five forces analysis. It points out that the forces of existing 
competitors are strengthening rapidly in expanding the market share and product 
innovation. By the application of STP marketing analysis and the theory of market 
segmentation, the bank card market will be classify into distinct subsets according to 
its marketing features and the outcome showed by the relevant survey, which will 
help choose good target markets for bank card and then make different marketing 
strategies for target markets. Some suggestions of bank card market strategy are 
described after the analysis of the existing bank card market strategy of ICBC by 
7Ps marketing mix theory, such as improving the sales places building, bettering a 
sound and effective customer relationship management and so forth. 
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